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“People may never witness another World Cup and
Olympic/Paralympic Games in Brazil in their lifetime,
particularly so close in time to each other. These events
represent an unparalleled opportunity for Brazil to show
its ability to host such large and expensive events to the
world.”

— Victor Fraga, Senior Analyst

This report looks at the following areas:

BUY THIS

< Drowning by numbers REPORT NOW
< Losing my favorite game
This report covers the consumer behavior and attitudes toward three major sporting events taking V I S l T:
place in Brazil between 2014 and 2016: the 2014 FIFA World Cup; the 2016 Summer Olympic Games; store. minte| .Ccom
and the 2016 Summer Paralympic Games. The World Cup and the Summer Olympics are the two
largest sporting events in the world by number of viewers.

CALL:
The 2014 FIFA World Cup was held in 12 host cities in Brazil between June 12 and July 13 of the same EMEA

year. The 2016 Summer Olympic Games will take place in Rio de Janeiro from August 5 to August 21, +44 (0) 20 7606 4533
while the Summer Paralympic Games will be held later in Rio de Janeiro from September 7 to
September 18.
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Key points
Football reigns supreme
Figure 3: Engagement with sporting events, Brazil — May 2014

Women go on the attack
Figure 4: Engagement with sporting events, by gender Brazil — May 2014

Football’s socioeconomic appeal is universal
Figure 5: Engagement with sporting events, by socioeconomic group, Brazil — May 2014

The South embraces the Olympics/Paralympics
Figure 6: Engagement with sporting events, by region, Brazil — May 2014

CHAID Analysis — Attitudes to Sporting Events

Methodology

Are the Olympics a high-end product?
Figure 7: Attitudes to Sporting events — CHAID — Tree output, June 2014

Figure 8: Attitudes to Sporting Events — CHAID — Table output, June 2014

The Consumer — Attitudes

Key points
Not just a patriot’'s game

Figure 9: Attitudes toward sporting events, Brazil — May 2014

Falling at the hurdles
Figure 10: Attitudes toward sporting events, by region, Brazil — May 2014

The importance of winning
Figure 11: Attitudes toward sporting events, by city, Brazil — May 2014

The Consumer — Spend

Key points

Hungry and thirsty for sports
Figure 12: Impact of sporting events on spend, percentage of people who expect to spend more than usual, Brazil — May 2014

Home is where the money is

Figure 13: Positive impact of sporting events on spend, by region, percentage of people who expect to spend more than usual, Brazil —
May 2014

Young, prolific and connected

Figure 14: Positive impact of sporting events on spend, by age group, percentage of people who expect to spend more than usual,
Brazil — May 2014

The Consumer — Media and Location

Key points
Just turn on the TV
Figure 15: Media / location for watching sporting events, Brazil — May 2014

Eat, drink and watch sport
Figure 16: Consumers watching sporting events in a bar/restaurant, by region, Brazil — May 2014

The South goes out
Figure 17: Location for watching World Cup, by region, Brazil — May 2014

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/686141/
mailto:reports@mintel.com

MINTEL

World Cup and Olympic Games - Brazilian Attitudes towards Major Events -
Brazil - October 2014

S The above prices are correct at the time of publication, but are subject to
Report Price: £2466.89 | $3995.00 | €3133.71 thongd it to cumoncy fluctuaions,

The Consumer — Olympic sports and events

Key points
Play all the same old games

Figure 18: Olympic sports and events, Brazil — May 2014

Men like virility, women like grace
Figure 19: Olympic sports and events, by gender, Brazil — May 2014

The opening ceremony appeals to older viewers
Figure 20: Olympic sports and events, by age group, Brazil — May 2014

Appendix — Engagement

Figure 21: Engagement with sporting events, May 2014
Figure 22: Engagement with sporting events, by demographics, May 2014

Appendix — Attitudes

Figure 23: Attitudes toward sporting events, May 2014

Figure 24: Most popular attitudes toward sporting events, by demographics, May 2014

Figure 25: Next most popular attitudes toward sporting events, by demographics, May 2014

Figure 26: Attitudes toward sporting events, by most popular media or location where watching event, May 2014
Figure 27: Attitudes toward sporting events, by next most popular media or location where watching event, May 2014

Figure 28: Attitudes toward sporting events, by media or location where watching event, May 2014

Appendix — Spend

Figure 29: Impact of sporting events on spend, May 2014

Repertoire analysis
Figure 30: Impact of sporting events on spend, by repertoire of impact of sporting events on spend, May 2014

Appendix — Media or location

Figure 31: Media or location where watching event, May 2014
Figure 32: Most popular media or location where watching event, by demographics, May 2014

Figure 33: Next most popular media or location where watching event, by demographics, May 2014

Appendix — Olympic Events

Figure 34: Olympics sports, May 2014

Figure 35: Most popular Olympics sports, by demographics, May 2014
Figure 36: Next most popular Olympics sports, by demographics, May 2014
Figure 37: Other Olympics sports, by demographics, May 2014
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